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ABSTRACT

This study aimed at examining stakeholder demands (state, organization and
entrepreneur sections) towards central market for One Tamon One Product (OTOP) in Samut
Sakhon province. Research samplings were specified to 48 respondents from 3 sectors in Samut
Sakhon province: state, organizations, and OTOP entrepreneurs. There were 2 sets of
questionnaires: the first set was for collecting data from 6 respondents of state and organization
sectors and the second set was for collecting data from 42 respondents of OTOP entrepreneurs.
Then, all data derived were analyzed by the descriptive statistics, including frequency, percentage
and means.

The findings on the expectation of state/organization sector towards retail marketing
mix of central market for OTOPs in Samut Sakhon province presented that the highest
expectation was found in presentation factor; followed by product, promotion, people, price and
place factors, respectively. Below were shown details.

The respondents from state sector paid highest expectation towards following
elements of retail marketing mix factors for OTOPs in Samut Sakhon province.

In presentation factor, their highest expectations were ranked for the outstanding
product display, together with the fairs in which products of communities were involved. In
product factor, their highest expectation were ranked for the standard of product quality to be
distributed locally and internationally, the merchandise assortment, the beautiful and modern
package, and the availability of retail and wholesale distributions. In promotion factor, their
highest expectations were ranked for the seasonal activities such as orchid festival and young
coconut festival and the advertisement for special-price products via provincial newspapers. In

place factor, their highest expectations were ranked for the convenient location with sufficient and



shady parking spaces without charge, the comfortable plan of shop which facilitated customers to
find products easily, and being a place where tourists could take a rest and shop for local products
as well as a place where products of communities were distributed. In people factor, their highest
expectations were ranked for the immaculate-fair-unambiguous and service-minded staff, the
competent administrators of the central market— especially on administration and the sufficient
numbers of marketing staff. In price factor, their highest expectations were ranked for the clear
price tags and the equal pricing to general market rate.

The respondents from organization sector paid highest expectation towards
following elements of retail marketing mix factors for OTOPs in Samut Sakhon province as
follows. In presentation factor, their highest expectations were ranked for the outstanding product
display, the style of community product display which was well harmonized with the shop’s
atmosphere and the giving of product details. In product factor, their highest expectations were
ranked for the standard of product quality to be distributed locally and internationally, and the
beautiful and modern package. In promotion factor, their highest expectation was ranked for the
seasonal activities such as orchid festival and young coconut festival. In place factor, their highest
expectation was ranked for the convenient location in town with sufficient-shady-safety parking
spaces but without charge, the comfortable plan of shop which facilitated customers to find
products easily, and being a place where tourists could take a rest and shop for local products. In
people factor, their highest expectation was ranked for the competent administrators of the central
market-especially on administration and the immaculate-fair-unambiguous and service minded
staff. In price factor, their highest expectation was ranked for the clear price tags.

The results of the study on the needs of entrepreneurs which shall be proposed to the
administrators of the OTOP central market in Samut Sakhon province were shown as follows. In
presentation factor, they needed the convenient channels to contact with staff. In people factor,
they needed the friendly staff. In promotion factor, they needed the arrangements of seasonal fairs
such as Chinese New Year Sale and New Year Sale. In place factor, they needed the convenient
location to transport. In product factor, they needed the sufficient allocation of electricity and
telephone systems to renters. In price factor, they needed the payment for electricity and water
supply charges which shall be done in accordance with actual usage as appeared in the meters and

the various channels to do payment.



